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Abstract  
The education and learning world is one of the development aspects to improve the quality of 
human resources so that they will be capable to develop themselves. Therefore, every human being is 
compulsory to learn, whether through formal or informal system. Service marketing mix strategy, 
especially education services concerning service marketing for higher education is inseparable from the 
discussion of products (study programs), prices, promotions, places, people, processes and physical 
evidence. The attraction of marketing mix factors that influence the decisions of university student 
candidates in choosing the Faculty of Economics and Business, Universitas Dharmawangsa University, 
Medan. This service marketing mix strategy will determine the student's decision in choosing. Therefore, 
which marketing mix strategy influences students' decisions in choosing the Faculty of Economics and 
Business at Universitas Dharmawangsa. Samples of Respondents were seventy-four students of the 
Faculty of Economics and Business, Universitas Dharmawangsa, Medan. By applying the Partial Least 
Squares - Structural Equation Model (PLS-SEM) with the SmartPLS V3.2.8 tool, the conclusion of the 
research results showed that there was a positive and significant effect of price on the decisions in 
choosing Faculty of Economics, Universitas Dharmawangsa of Medan, positive but insignificant 
influence between products, promotions, places, people, processes and physical evidence on the student's 
decision to choose the Faculty of Economics, Universitas Dharmawangsa, Medan. The method of data 
collection was conducted by documentation, interviews and distribute questionnaires to respondents. 
 
Keywords: Marketing Mix; Decision to Choose; Consumer Behavior 
 
 
 
Introduction 
 
Education and learning are the main keys to improving the quality of self. Both formal and non 
formal education, they are play an important role. Therefore education has been taught from an early age, 
both related to character, mental to general knowledge which will be very useful in economic competition 
as it is today. This is the background of the emergence of various educational institutions in all fields to 
meet human needs for science and win competitions. Universities and colleges as the highest institution of 
education, they having an important role in printing superior human resources, and competing to be the 
best institution to realize this. 
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In terms of business, education is also a "wetland" that can bring high profits by managed 
properly. People who are hungry for education are captive markets, especially supported by work 
requirements which has an admission minimum standard of employees who have graduated. So it cannot 
be denied, higher education is an excellent business field. 
 
This phenomenon being the background of conducting this research, how the Faculty of 
Economics and Business University of Dharmawangsa Medan is able to compete with the faculties within 
the University of Dharmawangsa Medan itself, and compete with the same faculty in other universities 
both private universities and State Universities. This is also supported by data on admissions for 
economics and business faculties that have declined since 2016-2018. By using the ideal model of 
academic quality as a reference for analysis and seeing the increasingly fierce competition between 
private universities, this issue is increasingly interesting to study. There are private universities efforts to 
improve academic quality, but the business that appears at this time is only the extraction and 
development of existing resources, not up to quality improvement yet, pricing, appropriate promotion, 
suitable location, competent human resources, appropriate processes and physical evidence which is an 
important part of marketing. 
 
 
Figure 1. Growth Chart of Faculty of Economy and Business University of Darmawangsa Medan Students on 
2016-2018 
 
Sunyoto (2014) stated that the definition of marketing is the spearhead of companies in an 
increasingly fierce world of competition, companies are required to stay alive and develop. According to 
Kotler and Keller (2016) the marketing mix strategy is inseparable from the discussion of products / study 
programs, prices, promotions, places, people, processes and physical evidence. In the marketing mix there 
are a set of marketing tools known in the 4P term, namely product, price, place, and promotion, while in 
marketing services have several additional marketing tools such as people ), process (physical) and 
physical evidence (physical evidence), so that it is known as 7P, it can be concluded that the service 
marketing mix is product, price, place, promotion, people, process and physical evidence. The attraction 
of marketing mix factors that influence the decision of prospective students in choosing the Faculty of 
Economics and Business, University of Dharmawangsa, Medan. 
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Product 
 
According to Soedijati and Pratiminingsih (2011) states that products in higher education are 
more often referred to as education programs or services. The program is the most basic thing in higher 
education institutions. According to Contantin (2011), products can be seen from two perspectives, 
namely: if students are consumers, products lead to services offered by universities to meet the needs of 
students, while the job market as consumers, students are products from universities. 
 
 
Price (Education Fee) 
 
According Mulyono (2010) Cost is the amount of money that is provided or allocated and used or 
spent for the implementation of various functions or activities in order to achieve a goal and objectives 
within the framework of the management process. The cost of education can be said as one of the 
important factors in the process of providing education, if there is no support from  education cost, the 
process of providing education will be disrupted. 
 
 
Promotion 
 
According to Lupiyoadi and Hamdani (2006), Promotion is one of the variables in the marketing 
mix that is very important to be carried out by companies in marketing service products. Promotional 
activities not only function as a communication tool between the company and consumers, but also as a 
tool to influence consumers in purchasing or using services in accordance with their desires and needs. 
 
 
Place (Location) 
 
According to Swastha in Wulandari (2013), Location is a place where a business or business 
creativity is carried out. Important factors in developing a business are the location, which is near by 
urban areas, how to get there and travel time to get location. Ease of access to tertiary institutions, 
location not so far from the center of city and easy access to important objects. It could influence the 
decision making of prospective students to choose the tertiary institution. 
 
 
Person 
 
People are all actors who play an important role in the presentation of services so that they can 
influence the buyer's perception. Elements of people are company employees, consumers, and other 
consumers. According to Payne (2001), that the importance of people in service marketing leads to 
greater interest in internal marketing. It realizes the importance of attracting, motivating, training and 
maintaining employee quality by developing jobs to satisfy individual needs. 
 
 
Process 
 
According to Yazid (2003), that the process is all the actual procedures, mechanisms and flow of 
activities. The service process is a major factor in the service marketing mix. A customers will be happy 
to feel the service delivery system as part of the service itself. The process in accordance with research at 
the University is started from the admission procedure to the new enrollment process to become a student 
of the Faculty of Economics and Business at Dharmawangsa University, Medan. 
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Physical Evidence 
 
Physical evidence is included in the process of providing educational services. Physical evidence 
is a supporting factor in determining the decision of prospective students in choosing the tertiary 
institution to be entered. Among them is the process that begins with a visit to see buildings, lecture halls, 
libraries, computer laboratories and humans, where service providers and consumers interact and each 
tangible component facilitates the appearance or communication of these services (Kalsum, 2010). 
 
 
Decision to Choose 
 
The decision is to make a choice between two or more alternatives. Decisions can also be 
interpreted as a result of the fraction of the problem, but in the process must be based on logic and 
consideration, determining the best alternative, and approaching the goals that have been made 
previously. This decision is clearly related to the marketing mix, because this decision will establish a 
marketing mix strategy that will implement by universities to achieve a goal that has been planned. 
 
Based on the phenomena of higher education institutions and marketing mix variables, the 
research conceptual framework can be arranged as follows: 
 
Product (X1)
Price (X2)
Promotion (X3)
Place (X4)
People (X5)
Process (X6)
Physical Evidance (X7) 
Decision to Choose  (Y)
 
Figure 2. Conceptual Framework 
 
 
 
Research Methode 
 
This type of research is quantitative descriptive. The study takes location at Faculty of Economics 
and Business, University of Dharmawangsa, Medan. The population are students of the faculty of 
business economics with a total of 291 students in the 2018/2019 school year. The sampling technique 
uses purposive sampling. Purposive sampling is a sampling technique with certain considerations 
(Sugiyono, 2014). The type of sample is homogeneous, so for the sample size determined using the 
Slovin formula as many as 74 students. 
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The data used are primary and secondary data. Primary data were obtained using a questionnaire 
instrument with calculations using a Likert Scale. While secondary data used in the form of evidence, 
notes, or historical reports that are arranged in published archives. namely complementary or reference 
books, magazines, journals, official reports from companies and lecture notes relevant to the problem 
under study. Testing data by applying the Partial Least Squares - Structural Equation Model (PLS-SEM) 
with the SmartPLS V3.2.8 tool. 
 
 
 
 
Result and Discussion 
 
 
Outer Model Test 
 
Based on the Outer Model Test results that the data tested showed a high level of validity and 
reliability through convergent validity and discriminant validity tests. Cross Loading data shows the 
overall value above 0.50. Likewise with the data on the Cronbach’s Alpha test and Composite Reliability 
overall showed results above 0.70. Average Variance Extracted (AVE) value also shows a good level of 
validity where all data have values above 0.50. 
 
 
Inner Model Test 
 
The inner model test is performed using the R Square Test and T Value Test. The R square test 
result showed The Decision to Choose (Y) Variable has a value of R square = 0.967 which means it 
shows a strong influence. The Decision to Choose (Y) Variable that can be explained by the product 
variable (X1), price (X2), promotion (X3), place (X4), person (X5), process (X6), physical evidance (X7) 
are 96.7% while the rest 3.3% is explained by other variables outside the study. 
 
T Value Test is used to test the directly effect and the indirectly effect. In this study, only direct 
effect will be tested through the PLS Boothstapping process. 
 
Table 1. Direct Effect Test 
 Variable 
Original 
Sample 
(O) 
Sample 
Mean 
(M) 
Standard 
Deviation 
(STDEV) 
T Statistics 
(|O/STDEV|) 
P 
Values 
Product (X1) -> Decession to Choose (Y) -0.001 -0.002 0.051 0.016 0.987 
Price (X2) -> Decession to Choose (Y) 0.996 0.995 0.027 36.372 0.000 
Promotion (X3) -> Decession to Choose (Y) 0.013 0.013 0.037 0.352 0.725 
Place (X4) -> Decession to Choose (Y) -0.023 -0.025 0.031 0.734 0.463 
People (X5) -> Decession to Choose (Y) 0.021 0.018 0.042 0.499 0.618 
Process (X6) -> Decession to Choose (Y) 0.021 0.024 0.048 0.446 0.656 
Physical Evidance (X7) -> Decession to 
Choose (Y) 
-0.054 -0.049 0.036 1.518 0.130 
Source: Processed Research Data (2019) 
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According to the results of the boothstrapping presented in Table 1, we conclude the relationship 
between variables directly (direct effect) as follows: 
 
 
1. The influence of product variables (X1) on the decision to choose variable (Y) states a positive 
relationship but not significant which is shown through the T-value of 0.016 under the rule of 
thumb 1.65. 
 
This result was also strengthened by the questionnaire test which showed respondents' answers by 
23% expressed strongly agree, and 53% agreed to product variables. While the condition is not 
significant, due to the presence of other excellent products from the University of Dharmawangsa Medan, 
namely other faculties that have a greater competitive advantage, such as the Faculty of Law which has 
more students than the Faculty of Economics and Business (FEB). In addition, FEB competition between 
universities also has a significant impact on the decision to choose prospective students today. FEB on 
University of Dharmawangsa also has not optimally innovated on teaching and learning facilities and 
infrastructure. This is supported also by the statement of respondents who answered Neutral and Disagree 
at 24%. 
 
 
2. The influence of the price variable (X2) on the decision to choose variable (Y) states a positive 
relationship and significant which is indicated through the T-value of 36.372 above the rule of 
thumb 1.65. 
 
This result was also strengthened by the questionnaire test which showed respondents' answers by 
29% expressed strongly agree, and 48% agreed to the price variable. While the variable price becomes 
significant due to the offer of entrance fees and tuition at the Faculty of Economics and Business, 
University of Dharmawangsa, Medan, which is relatively affordable and becomes a competitive 
advantage with other universities. Price is one of the main considerations in choosing study programs and 
universities, especially for prospective students and students who come from middle to lower economic 
families. Where on one hand, the desire to continue education to a higher level is very large, especially in 
the city of Medan. Based on the results of the respondent's answer test, it can be assumed that one of the 
main reasons students choose the Faculty of Economics and Business, University of Dharmawangsa, 
Medan is because the cost of entry and tuition is affordable and supported by the tuition payment method 
that can be paid in installments. 
 
 
3. The influence of the promotion variable (X3) on the decision to choose variable (Y) states a 
positive relationship but not significant which is indicated through the T-value of 0.352 under 
the rule of thumb 1.65. 
 
This result was also strengthened by the questionnaire test which showed respondents' answers by 
21% expressed strongly agree, and 46% agreed to the promotion variable. While the condition is not 
significant, due to promotion from the Faculty of Economics and Business, University of Dharmawangsa, 
Medan, it has not used informative information technology. Promotion is one of way to obtain 
information in choosing study programs and universities, especially for prospective students and students 
who come from middle to lower economic families. This is supported by the statement of respondents 
who answered neutral (N) with an average value of respondents' answers of 27 %. 
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4. The influence of place variables (X4) on the decision to choose variable (Y) states a positive 
relationship but not significant which is indicated through the T-value of 0.734 under the rule of 
thumb 1.65. 
 
This result was also strengthened by the questionnaire test which showed respondents' answers by 
29% expressed strongly agree, and 41% agreed to place variables. While the condition is not significant, 
due to the location of the Faculty of Economics and Business, University of Dharmawangsa, Medan, it is 
still not strategic. The location is quite far from the city center and public transportation access, giving its 
own consideration to prospective students to choose. This is supported by the statement of respondents 
who answered neutral (N) with an average value of respondents' answers of 24% and 5% disagree. 
 
 
 
5. The influence of the variable person (X5) on the decision to choose variable (Y) states a positive 
relationship but not significant which is shown through the test of the T-value of 0.499 under the 
rule of thumb 1.65. 
 
This result was also strengthened by the questionnaire test which showed respondents' answers by 
33% expressed strongly agree, and 46% agreed to variable people. While the condition is not significant, 
due to the quality and quantity of employees, lecturers, students of the Faculty of Economics and 
Business, University of Dharmawangsa Medan, which is not perfect yet, including staff and employee 
services for students to be taken into consideration. Specifically for the existence of alumni, which at this 
time has not information or publishing shown many roles and evidence of success in both business and 
community environments. This is supported by the statement of respondents who answered neutral (N) 
with an average value of 18% of respondents' answers and 3% disagreed. 
 
 
6. The influence of the process variable (X6) on the decision to choose variable (Y) states a positive 
relationship but not significant which is indicated through the T-value of 0.446 under the rule of 
thumb 1.65. 
 
This result was also strengthened by the questionnaire test which showed respondents' answers by 
24% expressed strongly agree, and 48% agreed to process variables. While the condition is not 
significant, due to the admission process, teaching and learning activities, and the release of students, it 
has not been carried out effectively yet. One of them is for example the registration process of study plans 
and semester payments are still manual where competitors already use digital networks. This is supported 
by the statement of respondents who answered neutral (N) with an average value of 28% of respondents' 
answers and 3% disagreed. 
 
 
7. The influence of physical evidence variable (X7) on the decision to choose variable (Y) states a 
positive relationship but not significant which is shown through the T-value of 1.518 under the 
rule of thumb 1.65. 
 
This result was also strengthened by the questionnaire test which showed respondents' answers by 
21% expressed strongly agree, and 32% agreed to physical evidence variables. While the condition is not 
significant, due to the condition of teaching facilities and learning facilities is still inadequate, the lecture 
building is still not completely renovated. Physical appearance is one of the important selling points that 
directly gets value from prospective students. This is supported by the statement of respondents who 
answered neutral (N) with an average value of respondents' answers of 16% and as much as 2% 
disagreeing and strongly disagreeing as much as 3%. 
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Conclusion 
 
According to the results of the study it can be concluded and suggested to the dean of the Faculty 
of Economics and Business University of Dharmawangsa Medan and subsequent researchers are: 
 
 
1. Conduct research on the student needs of study programs, so that they can become references in 
making plans to open new majors. 
 
2. The marketing team is expected to make programs on a regular basis whose purpose to improve 
communication and closeness (customer intimacy) in order to obtain information related to other 
needs. 
3. In addition, simultaneously always providing understanding, both in the form of outreach and 
propaganda directly or through social media networks about the benefits, the purpose of studying at 
the Faculty of Economics and Business at University of Dharmawangsa Medan. 
 
4. Increase promotion by visiting high school by inviting parents, especially twelfth grade, to continue 
their studies. Providing information, objectives and advantages of the Faculty of Economics and 
Business, University of Dharmawangsa, Medan and cross selling, for example by giving a discount 
coupon to the first registrant so as to ease the cost of registration. 
 
5. Use the social media effectively and make it as attractive as possible so that prospective students can 
easily receive information. 
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